The trends of corporate social responsibility and sustainability drive many firms to adopt green marketing practices through the development of products and services targeted to meet the demand of environmentally conscious consumers. Green movement enables firms to gain competitive advantages, improve ecological performance, reduce operational costs, and enhance corporate image. However, the pressure to adopt environmental management practices in the food service sector is insignificant compared to the manufacturing sector in Malaysia. This disparity is evident despite of the fast growing number of restaurants and widespread habit of eating out, which bring with it an increasingly detrimental environmental impact. Currently, there is limited existing research on the demand for green practices within the food service sector from the consumers' perspectives in Malaysia. This paper reviews the conceptual and empirical literatures and proposes a conceptual framework to examine how attitudes and pro-environmental behaviours influence consumers' intention towards patronising green restaurants. In addition, the theoretical and practical implications are also put forward.
Introduction
Environmental issues have been the focus of discussion since the last few decades. People are becoming more concerned about the environmental issues and some have translated their environmental concern into pro-environmental behaviour such as recycling, energy saving, water conservation, and green purchase behaviour (Kim, 2002, Kim and Choi, 2003; . As a result, both profit oriented and socially responsible firms have deem this situation as one of the market opportunities and started to adopt the concept of green marketing through developing products or services to meet the demand of environmentally conscious consumers. In view of the trends of sustainability and corporate social responsibility, green marketing is one of the major adoptions in the competitive modern business today. The green movement enables firms to gain competitive advantages and helps to improve the ecological performance, reduce the operational costs and enhance the corporate image (Mensah, 2006; Wan, 2007) .
In Malaysia, the Government is constantly seeking to ensure a balanced development between growth and environmental sustainability. The enactments of laws and regulations, incentive schemes and environmental programmes such as cleaner technology, cleaner production, pollution prevention, adoption of the Environmental Management System (EMS), as well as the ISO 14000 series certification (Green Purchasing Network Malaysia, 2003) were launched for the environmental management purposes. In addition, Budget 2010 had allocated RM1.5 billion for soft loans (below-market rate of interest) to companies that supply and use green technology. However, the pressure to adopt environmental management practices in the service sector is insignificant compared to the manufacturing sector (Grove, Fish, Pickett and Kangun, 1996) . The academic and marketing researchers usually focused more on the purchase behaviour towards the tangible green products (Tilikidou, 2007; Ramayah, Lee and Mohamad, 2010; Abdul Wahid, Rahbar and Shyan, 2011) . Very few studies have been conducted on the ecological initiatives within the lodging sector (Manaktola and Jauhari, 2007; Han, Hsu, Lee, 2009; Han and Kim, 2010) ; and the studies on the environmental management issues in the food service sector are also lacking, especially from the consumers' perspectives of green restaurants (Hu, Parsa and Self, 2010) .
With rising income and structural changes on lifestyle, the habit of eating out and buying takeaways has become more frequent compared to eating at home. In Malaysia, the largest portion of household expenditures is on food consumption (Heng and Guan, 2007) . All these can be evidenced from the fact that food-away-from-home expenditures rose from 4.6 percent in 1973 to 10.8 percent in 2004 10.8 percent in /2005 10.8 percent in (Tey, 2008 and the growing number of full-service restaurants which reached 9,742 outlets in 2009 (Euromonitor International, 2009 ). Full-service restaurants offer fine dining with a wide selection of foods and beverages, and table service. In Malaysia, Cleanliness Certificates awarded by the local authorities to restaurants that met the standard for clean premises and hygienic practices serves as one of the tools for attracting customers besides providing excellent quality food and services. However, very little knowledge exists about the demand for green practices within the food service sector, despite the numerous practices such as energy consumption, waste generation, and the usage of non-recyclable products or wrong recycling practices in the restaurants that contribute significantly to the depletion of environment (Schubert, 2008) . Hence, there is a good opportunity for restaurants to engage in green practices to distinct and leverage themselves from others, while protecting the environment. Thus, there is a need to investigate and study the consumers' attitudes and intention towards green restaurants from the consumers' perspectives in Malaysia.
The main objective of this paper is to propose a conceptual framework to examine how various attitudes and pro-environmental behaviours influence consumers' intention to patronise green restaurants in Malaysia. The specific objectives are:

To examine the influence of environmental attitude, attitude towards green behaviour, and attitude towards green practices in restaurants on the intention to patronise green restaurants.
To examine the influence of pro-environmental behaviours on intention to patronise green restaurants.
To determine which is the most significant determinant on the intention to patronise green restaurants.
This paper is structured as follows: The first step involves a review of the literatures pertaining to the conceptual theories and empirical findings reported in the past. This leads to the development of the conceptual framework. Finally, the theoretical and practical implications are also put forward.
Literature Review

Green Definitions
Green marketing can be defined as the process and activities taken by firms through delivering the environmentally friendly goods or services to create customer satisfaction (Soonthonsmai, 2007) . The terms green and pro-environmental were used interchangeably by Shrum, McCarty and Lowrey (1995) . As such, green behaviours or pro-environmental behaviours refer to the action of an individual or group that contributes to the sustainable or diminished use of natural resources (Halpenny, 2006) . Green purchase behaviour was refereed to the behaviour of purchasing and consuming products which have minimal impacts on the environment (Mainieri, Barnett, Valdero, Unipan, and Oskamp., 1997; Tilikidou, 2007) and green product was defined as a product that does not pollute the earth or deplore natural resources, and which could be recycled or conserved (Shamdasani, Chon-Lin and Richmond, 1993) . Lastly, Soonthonsmai (2007) defined green consumers as those who are interested in environmental issues and their purchase behaviours are greatly influenced by environmental concerns and other environmental factors (Shrum et al., 1995; Tilikidou, 2007) .
Green Restaurants
Green restaurants can be defined as "new or renovated structures designed, constructed, operated, and demolished in an environmentally friendly and energy-efficient manner" (Lorenzini, 1994, pg. 119) . Service is intangible in nature, but the restaurant operations depend on the physical components and these tangible aspects of service products are believed to have a major impact on environment (Ismail, Kassim and Zahari, 2010) . According to Gilg, Barr and Ford (2005) , green restaurant focuses on three Rs (reduce, reuse, recycle) and two Es (energy and efficiency). Engaging in green practices can have significant implications for a restaurant in terms of cost management, market differentiation, as well as environmental protection (Schubert, 2008; Hu et al., 2010) .
Green Practices in Restaurants
When restaurants engage in green practices, such practices must be aimed at effectively reducing, the environmental and social problems that arise directly or indirectly from their operations. For example, the adoption of an environmentally friendly management approach helps to reduce solid waste, water consumption, energy consumption, and air pollution (Johnson, 2009; Butler, 2008; Carbonara, 2007) . The purchase of eco-friendly products such as sustainable food, nontoxic cleaning and chemical products, and bio-mass agricultural waste products not only helps the restaurant to build a good corporate image, it also expands green practices vertically in the supply chain. For example, it encourages farmers or manufacturers to embrace in green practices in order to supply green products to be used in such restaurants. Hence, it contributes to the economic growth and provides various job opportunities to the nation, and serves as a "win-win" situation for all parties (Ismail et al., 2010) .
In general, restaurant green practices involve the practices of using biodegradable products, saving energy and natural resources actively, purchasing energy saving equipment, reducing and recycling waste, and engaging in environmental protection programmes (Schubert, 2008 
General Attitude: Theoretical Concept and Empirical Studies
Weigel (1983, p. 257) defines attitude as "an enduring set of beliefs about an object that predisposes people to behave in particular ways toward the object". It refers to the "psychological tendency that is expressed by evaluating a particular entity with some degree of favour or disfavour" (Eagle and Chaiken 1993, p.1). The Theory of Reasoned Action (Fishbein and Ajzen 1975) is the popular attitude theory used to discuss the attitude-behaviour relationship. It implies that a specific attitude is a relatively strong predictor of a single behaviour on a particular attitude object, and the use of general attitudes to predict specific behaviour is invalid. Most importantly, attitude is a strong predictor to the behavioural intention, and behaviour intention leads to the actual behaviour.
In the context of environmental studies, the relationship between attitude and behavior has produced inconclusive results (Berger and Corbin, 1992; Cleveland, Kalamas and Laroche, 2005; Gupta and Ogden, 2006; Bedrous, 2007) . Past studies have revealed that environmental attitude was the direct predictor of pro-environmental intention and behaviour (Ellen, 1994; Roberts, 1996; Straughan and Roberts, 1999; Kim, 2002; Meinhold and Malkus, 2005; Milfont, 2007; Majláth, 2008; Lopez and Cuervo-Arango, 2008 ) and the green products purchase commitments are often based on environmental attitudes (Martin and Simintiras, 1995; Grunert and Juhl, 1995; Chan, 1996; Schlegelmich et al., 1996; Chan, K. 1999; Tanner and Kast, 2003; Kim and Choi, 2003; Fraj and Martinez, 2007; Tilikidou; . However, some of the researchers also commented that there is a gap between attitude and behaviour because the results of green purchases have often been disappointing (Maineiri et al., 1997; Peattie, 2001; Gupta and Ogden, 2006) .
Specific Attitude: Attitude towards Green Behaviour and Restaurant Green Practices
Attitude towards green behaviour involves the four-dimensionality structure of attitudes which are the perceived importance of pro-environmental behaviour, inconvenience of environmental consequences, the severity of environmental problems, and the level of responsibility of corporations (Laroche et al., 2001; McCarty and Shrum, 1994; Roberts, 1996) . Han et al. (2009) examined the hotel consumers' eco-friendly decision-making process and reported that attitude towards green behaviour in a single variable was a significant predictor on the overall image of green hotels. The findings implied that customers who have favorable attitudes toward green behaviour and positive images of green hotels are willing to stay, to recommend, and to pay more for a green hotel. Subsequently, Han et al. (2010) had confirmed that the four-dimensionality structure of attitudes are generally associated with eco-friendly intentions towards the green hotels, and the importance of being environmentally friendly had a greater impact on intentions to visit and to spread by word-of-mouth. Attitude was positively and significantly associated with revisit intention towards the green hotel (Han and Kim, 2010) and the travel destination (Lam and Hsu, 2004) . These findings implied that an increase in favorable attitude will result in an increase in the likelihood of revisiting a green hotel and traveling intention.
Nevertheless, there is a growing amount of evidences indicating the interest of researchers within the green restaurant context recently. Hu et al. (2010) investigated the effects of consumers' knowledge of restaurant's environmental friendly practices, environmental concern, and ecological behaviour on consumers' intention to patronise a green restaurant. The results from the study indicated that the effects of all these three variables on consumers' intention to patronize a green restaurant were found significant. More specifically, Schubert (2008) and Szuchnicki (2009) had explored the consumer attitudes towards various areas of green practices in restaurants. Schubert (2008) reported the univariate results on the attitude and willingness to pay for green restaurant separately, however the bivariate relationship between these two variables had not been addressed. On the other hand, a significant positive relationship between return intention and a restaurant with some green practices as well as a return intention and a certified green restaurant were found (Szuchnicki, 2009) . Both types of studies are found to be limited in the Malaysian context.
Behavioural Intention
According to Oliver (1997) , behavioural intention is defined as an affirmed likelihood to engage in a certain behavior. It can be grouped into two categories (Smith, Haugtvedt and Petty, 1994) ; economic behavior intentions such as repeat purchase behavior (Anderson and Mittal, 2000) , willingness to pay more and switching behavior (Zeithaml et al., 1996) ; and social behavior intentions such as complaint behavior (Johnston, 1998 , Nyer, 1999 and word of mouth communication (Szymanski and Heanrd, 2001; Wright et al., 1996) . Whereas, Zeithaml et al. (1996) adopted the variables such as loyalty, switch to others, willingness to pay more, response to external and internal factors to evaluate the customer behavior intention. Similarly, Boulding, Kalra, Staelin and Zeithaml (1993) identified repurchase intention and word of mouth (WOM) behavior to evaluate customer's intention. In the absence of measures of actual behavior, Zeithaml et al. (1996) view behavioral intentions as indicators that signal whether customers will remain with or defect from the company.
As both green purchases in the manufacturing or service sector are still new and niche in the market, most of the existing studies therefore only based on the intention to purchase rather than re-purchase intention to predict the actual behaviour. Chan (2001) confirmed the mediated role of green purchase intention between green purchase attitude and green purchase behaviour. However, the types of green purchase attitudes were not clearly specified in this study. The popularity of attitude-intention analysis can be evidenced from numerous environmental purchase related studies (Kalafatis, Pollard, East and Tsogas, 1999; Tarkiainen and Sundqvist, 2005; Vermeir and Verbeke, 2007) .
In the service sector, the studies from Han et al. (2010) (2010) conducted a study from the customer satisfaction perspective to examine its influence on the behaviour intention to revisit the green hotel. Intention to revisit a restaurant which engages in green practices and the intention to revisit a Certified Green Restaurant were based on the conditions when the green restaurants are absent in the market (Szuchnicki, 2009) . It is vital to examine the intention to patronise a green restaurant for future marketing strategy planning, especially for those restaurants that are intending to change their practices or deciding to venture into the food service sector. Inevitably, the price of most green products or green services is at a premium, as such, willingness to pay is the popular variable in the measurement of behavioural intention in most of the environmental purchase related studies (Laroache et al., 2001, Tsen, Phang, Haslinda and Rita, 2006; Szuchnicki, 2009 ). Nevertheless, Hu et al. (2010) indicated that future research on the the customers' patronage intentions towards a green restaurant should be conducted from other countries given the differences in values and cultures, in spite of limited empirical evidences.
As a result, a proposed theoretical framework is presented in figure based on the theoretical and empirical literatures discussed. It aims to examine how various attitudes and pro-environmental behaviours influence intention and subsequently helps the researchers to determine the most significant predictor on such intention in the green restaurant context.
Theoretical Implications
Sun and Wilson (2008) suggested that both types of attitudes (general and specific) should be studied together in an empirical research, rather than isolating them. However, the combination of various attitude components as outlined in this study to predict a specific type of pro-environmental intention or behaviour is still limited within the context of green restaurants. The findings are expected to confirm which is the most appropriate attitude predictor on behaviour intention, to close the attitude-behaviour gap (Weigel and Newman, 1976; Roberts and Bacon, 1997) . Other attempts have been made in the marketing and consumer behaviour literatures to identify determinants on pro-environmental behaviour as well as in a specific type of behaviour such as green purchase behaviour (Kim and Choi, 2005; Tilikidou, 2007; Ramayah et al., 2010) . However, this study uses the pro-environmental behaviour as an independent variable rather than a dependent variable to predict the specific pro-envirommental intention. This yields an in-depth understanding on the association between the various type of environmental related behaviours, and serves as a good indication of potential customer segmentation criteria. Besides, Tilikidou and Delistavrou (2006) revealed that those who are engaged in one type of non-purchasing pro-environmental behavior are more likely to engage in another type as well, and Tilikidou (2007) suggested that the environmental related behaviourals should be combined together in a study, rather than isolating them.
Practical Implications
The joint cooperations among policy makers, business players, and customers are the major factor in fostering the success of environmental protection. The result is a 'win-win" situation that brings benefits to all parties.
Policy makers
Attention and effort in combating the environmental problems should be attended equally both to the manufacturing and service sectors. Green restaurant certificates aligned with the environmental guidelines can be awarded to those restaurants that meet the requirement of sustainable practices in operating the restaurants. Such certified green restaurants from the local authority would stand to gain higher trust compared to other self-claimed environmental friendly restaurants. Ideally, incentives schemes or subsidies, and various environmental programmes should be organised to encourage the adoption of environmentally friendly management approaches by restaurant operators.
Business players
Restaurants that are early entrants to the green market segment stands to gain a greater future competitive advantage as they establish themselves in the public's mind as pioneers in the pro-environment cause. A large number of customers show increased favorable attitude towards the green firms indicating their intention to purchase and pay more for environmentally friendly products or services (Manoktola and Jauhari, 2007; Han et al., 2009; Han et al., 2010) . Thus, an understanding towards various attitudes components and their effects on intention formation towards the green restaurant enables the restaurant operators to identify the significant predictor on such intentions. More efforts can be made to communicate green restaurant practices to the public to promote the patronage of green restaurants. Thus, it encourages more activie participation for green consumption among people in the nation. By educating and enhancing people's attitudes, green restaurants will leverage themselves to a competitive position in the niche segment, and will gain a greener and more socially responsible corporate image.
Generally, firms are interested to operate in a more sustainable manner, provided by doing so it enables them to differentiate and establish themselves from other businesses. If restaurant patrons show a favorable intention towards patronising green restaurants, this outcome would surely stimulate the establishments of green restaurants. To operate the restaurant, demand towards the tangible aspect of service products directly encourages the production and supply of environmental friendly products from the manufacturing sector, as well as providing the economic values to the farmers to produce sustainable food; which are organically and locally grown food, and to recycle the agricultural wastes and reproduce them into the usable products such as tableware items.
Restaurant patron
Restaurant patron is one who patronises and dines at the restaurant. Excellent food and service quality, pleasant ambience conditions plus the environmental friendly practices at the restaurant provides a distinct dining experience especially to those who are environmentally conscious.
Society well-being
The joint efforts and cooperation from all parties are needed to generate more sustainable and responsible consumption behaviour among the society and produce a healthier environment.
Conclusion
The fast growing number of restaurants and widespread eating-out habits in Malaysia, effectively results in a significant aggravation on the environment. There is thus a high need for both academic and marketing researchers to focus their future studies more on the food service sector. This group of study has been largely neglected over the last few decades. Therefore, this study proposes a theoretical framework to examine the influence of environmental factors from three aspects of attitudes variables (i.e., attitude towards the environment, attitude towards green behaviours, and attitude towards restaurant green practices) as well as various aspects of pro-environmental behaviours/green behaviours on the behavioural intention to patronise green restaurants. 
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